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Letter of Completion
April 14,2003
Roger Reynolds, Director
BYU Bookstore
Brigham Young University
Provo, UT 8460 I
Dear Mr. Reynolds,
We are pleased to submit to you our completed market research project. We have thoroughly
sought to identify how effective the Daily Universe is as an advertising medium for the
Bookstore's recent "Did You Know?" ad campaign. We are confident that our project and report
have met your expectations, and we hope that our finding and recommendations will be useful to
the BYU Bookstore.
The following report contains the results of the research and includes the following:
•
•
•
•
•
•
•

Introduction to the Project
Research Objectives
Methodology
Findings
Analysis of the findings
Conclusions
Recommendations

This research study has been conducted as accurately as possible, with every effort taken to
reduce possible errors. We both enjoyed this experience and value it as a very important part of
our education. We appreciatc all thc time and support you have given to this project, and we
hope you continue to use BYU marketing students in the future.
Sincerely,
~

~~

DAYCHAK CONSULTING

Serhiy Dutchak

Matthew Day
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Engagement Letter
February 20, 2003
Roger Reynolds, Director
BYU Bookstore
Brigham Young University
Provo, UT R460 I
Dear Mr. Reynolds,
Thank you for the opportunity to talk with you regarding the current marketing situation at the
BYU Bookstore. We look forward to working with you in studying and surveying the target
market of BYU students over the next few weeks. We have provided this letter as a means to
inform you of our plans in carrying out the project, as well as to put both our expectations in
wriling.

Background
The Brigham Young University Bookstore has for ycars been a part of every BYU student's
university experience. Conveniently located close to the center of campus, the bookstore has a
unique advantage in that hundreds of students every day either walk through or past the
bookstore on their way to class. The BYU Bookstore is also the only place students can buy and
sell many of their textbooks, which means that almost every B YU Student goes into the
bookstore at least twice a semester.
Trying to capitalize on its large customer base, the BYU Bookstore offers many peripheral
services in addition to its main business of selling textbooks. Some of these services include
framing, picture developing, computer prognunming and consulting, along with many others.
Although these services are competitively priced and convenient, students do not seem to be
using them as much as they potentially could be. The main reason for this unrealized potential is
thought to be the students' lack of awareness that these services are there. Many of these
services have becn at the bookstore for years, but students just don't know about them.
To help educate BYU students about these extra services and products, the BYU Bookstore
began an ongoing campaign in the Daily Universe in 2002. The ads are in the newspaper every
day and feature a typical BYU student who is telling us little-known, intriguing facts. The ad i
always headed with the question, "Did you know?" Many of the ads feature random facts that
have nothing to do with the bookstore, but the majority of the ads tell us about the bookstore's
services and products, followed by a whimsical phrase or short play on words.
The "Did you know')" ads have been running for months now, and you would like to know how
the students are responding.
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Objectives
The market study will provide various data showing the effectiveness of these ads, including
how orten students read the Daily Universe, how often students notice thc "Did you know?" ads,
what students think about the ads, how students feel the ads would be more effective, and what
products and services the tudents know are at the bookstore. In addition to the effectiveness of
the ads, we also will be identifying preferences, opinions, and possible misconceptions the
students have that would help the bookstore know how to better market its products and services.

Schedule
Our planned approach and time frame consists of the following four phases:

Phase I:

IJ~forl11ati{JI1

GOIhering

During this phase we will conduct focus groups with random students to gather as much
information as we can about the effecti veness of the ads and student preferences and opinions.
We will find out students opinions about the bookstore and the Daily Universe. The focus group
sessions will be taped for your review.

Phase 2: Questionnaire design ond administration
Using the information we collect in Phase one, we will design a questionnaire to survey a larger
portion of the student body. The questionnaire wi II focus on specifics and will provide a large
amount of qualitative data.

Phase 3: Analysis
During this phase we will calculate the results of the questionnaire and organize the data. The
data will then be subjected to rigorous statistical testing to ensure the data is statistically
significant. We will then analyze the data to look for important conclusions and relationships.

Phase 4: Delivery
The findings, analysis, and final recommendations will be submitted to the bookstore during an
in class presentation on Mm'ch 25, 2003 at 12:30 pm. The presentation will include visual aids
and will be open to questions. The project will officially conclude with this formaJ oral and
written report to be presented by our team to the BYU Bookstore management.

Deliverables
Two copies of the final written report will be delivered at the time of the final PowerPoint
presentation; both these copies will then become the property of the BYU Bookstore. We will
also provide a softcopy along with our PowerPoint presentation.
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Roles of Research Team and Client
Our market resemch team intends to deli vcr information that is reliable, representative, and
credible to help the BYU Bookstore determine how to proceed with its marketing campaign in
the future. The research team includes Serhiy Dutchak and Matthew Day. Our entire research
project will be under the supervision of Dr. Michael D. Geurts, Marketing professor at the BYU
Marriot School of Management. Status reports and most communications between our research
team and the bookstore will be channeled through Rowdy Symons, the bookstore creative
serVlces manager.

Disclaimer and Confidentiality
The signers of this engagement letter are responsible for the preparation of a report to the BYU
Bookstore. The information gathered wi II be information believed to be accurate and from
reliable sources, but its accuracy and reliability cannot be guaranteed. Brigham Young
University, its boards, employees, students, and the Marriot School of Management m'e not
respon. ible for the work and resem'ch conducted under this study or for the resulting
recommendations. The BYU Bookstore, its employees, directors, and board agree to hold
harmless the Marriot School of Management, its faculty and administration, and the students
preparing the report for work relating to this project, for the resulting information and
recommendations, and for any implementation of the recommendations.
Upon completion of the study, the findings and the recommendations of the project wi II become
the sole property of the BYU Bookstore. The MmTiot School of Mmlagement maintains the right
to retain up to ten copies of the final report for later educational purposes. The signers of this
document agree that private and sensitive information obtained as a rcsult of this study relating
to the BYU Bookstore will not be disclosed to pm-ties unrelated to this study without the BYU
Bookstore's prior written approval.

Status reporting

Every week prior to the completion of the project and its final presentation on Mm-ch 25, 2003

the research team will be reporting to Mr. Rowdy Symons on the steps accomplished.

Fees
Our base fee will be negotiated along with the other project this semester at another time. All
necessary monetm'y expenditures to bring this project to its final completion will be paid by the
bookstore. These include but are not limited to the following:
•
•
•
•
•

Focus groups expenses to pmticipants ($10 gift certificate each, 25 students)
Audio or video recording costs of the focus groups (4 groups, 30 min each)
Survey photo copying costs ( up to 3 pages a survey, 500 copies)
Candy rewards (3 for $I)for the completion of the survey
Survey analysis costs
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•
•

Printing, binding, and copying of the final project report (the amount will be determined)
Presentation costs as defined by the class ( the Bookstore will provide the lunch for
approximately 30 students in our class on the day of the presentation)

We look forward to working with you on this important endeavor. Please sign below, evidencing
your agreement to, and approval of the terms of this engagement Jetter. An original signed copy
of this letter should then be returned to Dr. Michael Geurts at the following address:
Michael Geurts
Brigham Young University
692 TNRB
Provo, UT 84602

Sincerely,

Serhiy Dutchak
801-342-4809
sdutchak@yahoo.com

Matthew Day
801-377-2908
mattday88@hotmail.com

Michael D. Geurts
801-422-2398
mdg2@email.byu.edu

Accepted by:
Signature:

Date:

_

Authorized Representati ve of the BYU Bookstore
Print N,une and Title: - - - - - - - - - - - - - - - - -
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EXECUTIVE SUMMARY
In the months of February and March of 2003, Serhiy Dutchak and Matt Day conducted a research
project for the BYU Bookstore. After several meetings with the client, the research team was able to
determine the basic objectives of the research project. The client wanted to know how effective the
Daily Universe was as an advertising medium for the Bookstore's recent ad campaign featuring the
tagl ine "Did You Know?"
The research team's first objective was to collect information regarding the target market's perception
of the Daily Universe. This information was collected by conducting several focus groups in which
numerous students were asked multiple questions about the Daily Universe. These questions were on
a number of different topics, ranging from the students' opinions of the paper, to their reading habits,
to their impressions of the advertisement and the "Did You Know?" guy in the advertisements.
Using the results from the focus groups, the research team made a survey that could be administered to
a large number of students. Aftcr further discussion with the client and with some marketing
professionals, thc survey was adjusted to be given in a different way. Instead of using a survey that
would produce a large number of respondents, the researchers used a survey that could be given oneon-one immediately following a five-minute casual-read of the Daily Universe. This type of survey
would bcttcr reflect what percentage of readers actually saw or read the advertisement and
remembered what it was about. This information could then be used to find out how many people saw
the advertisement every day.
Somc of the other questions in the survey asked if the respondents had ever made a purchase because
of these ads. With this information, we could determine how many purchases people have made at the
bookstore directly because of these ads. Once we know how many purchases the ads have generated,
the information could be used by the bookstore to see if the advertising is cost effective, and whether
they want to continue with this 1'01111 of advertising.
Our most important findings were the following:
•

About 18,100 people read the Daily Universe everyday, which is about 50% of the BYU
Community of 36, 100. However, more than 90% of the BYU community reads the DU once a
week.

•

17% of the people who read a paper with a big "Did You Know?" ad read the ad, while only
7% of those who read a paper with a small ad read the ad. Regardless of size, about 28 - 29 %
of readers will notice the ad but not read it.

•

39% of readers have made a purchase because of advertising in the DU, and 29% have made a
purchase at the BYU Bookstore from DU ads. However, only about 4.3% of the BYU
community has made a purchase because of the "Did You Know?" ads, totaling about 1,550
sales.
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Our key recommendations are as follows:
•

Refine the ads. Almost 9% of the BYU population reads the "Did You Know?" ad on the days
a big ad is run, but after a year of advertising still only 3% of the population has made a
purchase because of the ads. With this much exposure and the cost for advertising this much,
the ads should be refined to better motivate students to make a purchase at the bookstore, and
to push the higher margin products.

•

InCl'ease spending and foeLls on the advertising you do beside the "Did You Know?" ads,
including DU inserts, signs in the bookstore and around campus, and mailings. Almost 90% of
all bookstore purchases initiated from the DU came from other advertising. These other ways
of advertising could expand the Bookstore's reach and motivate more people to buy, but would
probably east the bookstore less money.

•

Develop and advertise more the BYU Bookstore website. A lot of students showed an interest
in making Bookstore purchases online, but many said they didn't know about the website, or
had a bad experience. If the website was developed more and made more user friendly, the
Bookstore could potentially capture a larger share of the market.

9
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Introduction
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Purpose
The purpose of this research project is to find out how effective the Daily Universe (DU) is as an
advertising medium for the BYU Bookstore's recent "Did You Know?" advertising campaign. The
questions that will be answered are the following:

I. How many people in the BYU Bookstore's target market actually read the Daily Universe and
how often?
2. Which, if any, advertisements did people actually look at or read when reading the paper?
3. Did people actually make purchasing choices based on ads they saw in the Daily Universe?
4. What percentage of Daily Universe readers actually look at or read the BYU Bookstore ads?
S. How many people have actually made a purchase because of a "Did You Know" ad in the
Daily Universe?
Answering these questions will help us find out how effective the DU is as an advertising tool. The
Bookstore will use the answers to these questions to help them decide whether to continue paying for
this type of advertising. At the end of this research project and repOlt, we wi II provide conclusions
and recommendations for what the Bookstore should do based on our findings.

Procedures
The research project we did for the Bookstore followed a certain number of procedures that served as
a roadmap to completion of the project. The following is a Jist of the procedures we followed:
•
•
•
•
•
•
•
•
•
•
•
•

Understand the client's needs
Formulale objectives that the project seeks to meet.
Define the target market
Conduct a focus group with members of the target market
Create a survey using the results of the focus group and the input from the client and from
industry experts
Plan when, where, and how to conduct the survey
Conduct the survey
Compile the results of the survey
Analyze the results of the survey to see if we fulfilled the purpose of our project, as well as to
find any relationships between different factors that could be used by the Bookstore
Form conclusions based on our analysis that directly state the answers to our questions
Formulate some solid recommendations based on our conclusions for what plan of action the
Bookstore should take
Present our findings along with our recommendations to the Bookstore in an oral presentation
before our class, and in written form vis-a-vis this report.
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Delimitations and Scope
The scope of this report is limited to determining the effectiveness of just one ncwspaper, the Daily
Universe, as a medium for advertising to just one target market, the BYU community, with just one ad
campaign, the "Did You Know?" advertisements. The research was not intended to gaugc the
effecti veness of newspaper advertisements in general, nor should the results be extrapolated to other
forms of print advertisement. We understand the BYU community to be unique in its makeup and
probably in its expectations of a school newspaper. These results, therefore, should not be used as the
sole resource in describing other markets. The research is supposed to compare the effectiveness of
the Bookstore advertising campaign related to other advertisements in the DU, so we did try to
measure Lo some exLent the effectiveness of other ads. Our results in this report can then possibly be
useful to other businesses or organizations seeking to advertise to the BYU community in the DU.
We chose to use not only focus groups but also individual interviews and questionnaires following an
average reading of the Daily Universe to collect our data. This data we then used to answer the
question of this report, if the Daily Universe is as an effective advertising medium for the BYU
Bookstore's "Did You Know?" advertising campaign. Many different methods could be used to try to
answcr that question, but after studying the various ways of conducting research, and after consulting
with some marketing professionals, we decided this method would be the most accurate.

Limitations
Too Few Respondents - The biggest limitation of this report is our small sample size of respondents.
A larger sample would have produced more data to study, but because we had only two interviewers, a
larger sample could not be interviewed. Had we chosen not to interview the participants, we could
have achieved a higher number, but we would not have been able to have everyone answer the
questions immediately after reading the Daily Universe. Being able to control what newspaper the
participants read and then asking questions immediately afterwards was the only way to accurately
find out which advertisements the average member of the BYU community noticed in an average
reading of the paper. However, we did get a sample size of 70 people, which is plenty to reach the
statistical significance at the 95% level of confidence we wanted.
Contacting People - Another limitation we had was in contacting people. All of our interviews were
conducted face-to- face on campus by people with 15 minutes to spare. This means we missed all the
people that read the Daily Universe but don't come to campus, as well as those people who come to
campus often, but never have IS minutes of free time. The structure of our survey required that the
respondents read the paper we give them and we ask questions immediately, so a telephone survey
would not have worked, and a door-to-door gathering process would have been too time-consuming.
Despite this limitation, however, we feel that the results represent most of the BYU community
because of the variety of students we interviewed.
Focus on Students - One weakness on our survey was our focus on students. Students constitute the
majority of the Bookstore's target market, and even though they wanted us to interview some faculty
and alumni as well, we found it almost impossible to get a large enough number in these areas to find
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accurate results. Because the students were the vast majority of the target market anyway, we focused
mainly on them.
Not Every Ad Researched- Because we were limited with the amount of time we had once the
surveys were finalized, we were not able to test the effectiveness of every ad. Accurate testing of
every ad would also include a large sample size for each ad, which due to our numbers and time
constraints would be impossible. We decided to only use one big ad and one small ad so we could
find the difference between the two, but some differences could possible due to the different content of
the ads, not necessarily the size. Because the big ads were all very similar, we feel the chances of a
reader reading the big ads are about the same regardless of content, and likewise for the small ads.

Historical Background
For many years, the BYU Bookstore has offered a wide variety of products and services to the BYU
community. One of the main goals of the bookstore is to help meet the needs of the student body
while keeping the prices affordable. Traditionally, because of the central location of the bookstore,
and because many students don't have a lot of means of transportation, the bookstore has enjoyed a lot
of business from people all over at BYU.
However, people's opinion of the BYU Bookstore has slowly diminished recently due to a lot of
complaints about the prices for textbooks and other products. Competition off campus for things other
than textbooks has drawn a lot of the business away from the bookstore. In an effort to provide more
and better services to the BYU community, the bookstore has also added on a lot of services in the last
few years, including DVD rental, gift services, the Twilight zone, and computer-related services.
These services seem to be underused by students, however, because not very many people seem to
know about these services.
To heIp build an image of providing affordable and convenient products and services, as well as to
inform the BYU community of all the services available, the bookstore has undertaken a large scale
advertising campaign in the Daily Universe. On Tuesdays, Wednesdays, and Thursdays, the Da.ily
Universc runs anyone of a number of fairly large BYU Bookstore ads on the bottom-right corner of
thc third page. On Fridays, the DU runs a smaller bookstore ad that displays a little-known-butinteresting fact. Both the lmge and the small ads have the caption at the top "Did You Know?"followed by a fact that many people might be interested to know, cither about what the bookstore
offers in the large ads, or some random fact in the smaller ads. The larger ads number more than 20,
and they each feature a quirky young man wearing a BYU sweatshirt promoting a service or product at
the bookstore. The smaller ads have a small picture of the same guy but most of the room in the ad is
given to the little-known fact. The bookstore has more than 50 of the smaller ads.
These ads have been running for a year now, and the bookstore has no way to measure how effective
the ads have been. Some department sales are up this year, like candy and movie rentals, while other
department sales are down, like general books and clothing. This spring, the bookstore is
renegotiating its deal with the Daily Univcrse, which was fairly expensive last year. Before the
bookstore makes a decision, they want to know how effective the DU is with these "Did You Know?"
ads, and whether the ads in the DU me influencing the BYU community buy these products.

13

~

4~

DayChak Consul ting

Research

14

A

4~--

DayChak Consulting

Objectives
THE MAIN OBJECTIVE - to find out how effective the Daily Universe is as an advertising
medium for the BYU Bookstore's recent "Did You Know?" advertising campaign. This objective
comes before all other objectives because it is the reason we are doing this project. All our
conclusions should help us fulfill this objective, and our recommendations will be oriented around
what to do now that you know how effective the DU is.
SECONDARY OBJECTIVES - Our secondary objectives include the gathering of any other market
information that can help the Bookstore better understand its target market and how to communicate
with that market. Thesc objectives include the following:
•
•
•
•
•
•
•

Finding any relationships between demographics within the target market and buying habits,
newspaper reading styles, or likeliness to notice advertising
Finding out which Bookstore services people are currently using
Find out how much people usually spend at the bookstore each month
Determining how the BYU community gets its information about the bookstore's products and
services, so the bookstore can further develop more effecti ve ways to advertise
Finding out what kinds of advertisements people notice in the Daily Universe
Finding out what other kinds of advertisements people notice
Determining the effectiveness of the actual "Did You Know?" ads.

These objectives all relate to information we thought we could easily help the bookstore gather while
we were conducting our research. Most of our secondary objectives did not really pertain to our
ultimate goal per se, but we think it might be useful to the bookstore for other marketing purposes.

Methodology
Understanding the Client's Needs
The first step in this research project was to fully understand the client's needs. Before the research
team started the project, we, Mr. Dutchak and Mr. Day, met with Mr. Roger Reynolds, the director for
the BYU Bookstore. The purpose of the first meeting was to determine what kind of research would
be most beneficial to the Bookstore at the time. At the meeting, everyone decided that the most
beneficial research that could be done wou ld be regardi ng the effectiveness of the "Did You Know" ad
campaign. In later meetings, including meetings with Rowdy Symons, the research team narrowed the
scope of the project to one specific goal: To determine the effectiveness of the Daily Universe as an
advertising tool for the "Did You Know" ad campaign.
To meet this objective, we tried to answer a few basic, objective questions first. We tried to find the
answers to the following questions, whieh we also listed in the Purposes section of this report:
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l. How many people in rhe BYU Bookstore's larger market actually read the Daily Universe and
how often?
2. Which, if any, advertiscments did people actually look at or read when reading the paper?
3. Did people actually make purchasing choices based on ads they saw in the Daily Universe?
4. What percentage of Daily Universe readers actually look at or read the BYU Bookstore ads?
5. How many peoplc have actually made a purchase because of a "Did You Know" ad in the
Daily Universe?

We knew that if we answered these questions, we could use the daLa to answer our main question.

Detenllining the Target Market
After we knew what the end goal of thc project was, we wanted to clarify what the target audience
was. In our meetings with Mr. Reynolds and Mr. Symons, we decided that we would try to target all
of the target market for the Bookstore, including students, faculty, staff, alumni, and visitors. We set
out with the goal in mind to survey enough of each to draw some conclusions about each segment,
however our eventual survey design and administration prevented us from targeting any segment but
the students. Because the students are such a large percentage of the Bookstore's customers, the
survey results should not be any less valuable.

The Focus Gmups
The purpose of the focus groups was to find out how members of the target market perceived the Daily
Universe, both as a source of news, and as an advertising medium. A survey can be used to get a large
number of people to answer a list of close-ended questions, but talking with people provides a much
richer source of information. We conducted three forty-five minute focus group with a total of 19
participants. Each pmticipant received a $10 gift certificate to the BYU Bookstore. The topics we
discussed in the focus groups were readability of the Daily Universe, how often people read the paper,
the most popular sections, what things people remembered afLer reading the paper, how many people
had seen the "Did You Know?" ads, what people though of the ad and the "Did You Know?" guy, and
if anyone had actually purchased anything because of these ads.
We found out a few things during the focus groups that we wanted to explore deeper with a
questionnaire. A high percentage of the people we talked to seemed to read the paper at least once a
weck, with more than half reading Lhe paper three times a week or more. Most people thought the
Daily Universe was pretty good for a school newspaper. About half of the participants said they read
some advertisemcnts in the paper, while the other half said they just ignored every ad. Almost a third
of the people recognized the "Did You Know?" ads, meaning they had rcad it before, and two people
said they had actually purchased something because of the ads. The groups were split on what they
thought of the guy in the ads, with some people thinking he was funny, dorky, and appealing; and the
others thinking he was stupid, "creepy", and unattractive. Overall, almost everyone in the focus
groups seemed to think the ads with more pictures and less text were easier to read.
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The Questionnail"e Design
The discussions in the focus groups gave us a lot of good ideas for questions we could ask on the
survey. We definitely wanted to find out how often people read the paper, and whether they looked at
the ads. With all the ads in the Daily universe, we wanteuto see if people were actually buying things
because of the ads. The survey also needed to find out how many people read the "Did You Know?"
ad everyday, and whether reading that ad enticed people to buy. At the end of the survey we would
also ask some demographic questions to see if any group read the papcr differently, treated the
advertising differently, or shopped more often at the Bookstore. We also wanted to survey peoples'
spending habits at the bookstore to see if we could find any relationship with the advertising.
Our original survey was designed to give to a few hundred people, hoping that the high number of
respondents would lend more credibility to the results. After trying a few different designs, however,
we realized that a general survey to our tm'get market could not really find out accurately how people
read the Daily Universe, and how likely they were to see the ads. The best a general survey could do
was find out how the people thought they acted, and we felt this might not be the best way to find out
how they really acted. We needed to find a way to actually study the behavior of the target audience
in real situations.

The Questionnaire Interview
After consulting a few marketing professionals, we decided that the best way to study actual behavior
was to conduct sort of a real environment experiment followed by a survey. We went around to
students on campus and asked them to read the paper for a few minutes and then answer some
questions. To get the best response rate, we gave every participant two candy bars - one before they
started and one after they finished. Because we gave out candy, almost everyone responded, making
our non-response rate almost zero. Before they started reading, we told the participants to just read the
paper like they normally do, and that this was not a test of their memory. We instructed them to look
at the articles, pictures, and ads, just like they would as usual, and to skip the things they would
usually skip.
We were able to control what newspapers the people read and what ads were in the newspaper, and
because they were in their usual environment, we were able to observe a situation almost as though
totally natural. After about five minutes, we would ask them what ads they remembered. Through
this questioning, we could see how many people actually saw or read the "Did You Know?" ads, how
the ad compared to other ads in the DU, and whether people remembered the information given in the
ad. Following the ad questions, we had the participants answer the rest of the survey questions.
Because we had to interview every participant individually and observe their behavior in reading the
paper, we were not able to conduct 200 surveys like we originally planned. However, we did get 70
participants, which we feel is still a good enough sample to get statistically significant results for most
of our important questions. Our method of interviewing and observing was a much more precise
method of finding advertisement readability; so our results, though not as many, should be much more
accurate and more representative of the entire population.
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Findings
A copy of our original survey can be found in the Appendix. The following tables show the results of
the survey, showing the number of responses we got for each category, along with the percentage of
the total results.
The percentages in these tables were found to have a margin of error at + or - 5%, statistically
significant to a 95% percent level of confidence. In other words, if this survey were repeated
numerous times, 95% of the time the results would be within 5% of the given results.
1. On a scale of one to seven, do you feel the Daily Universe adequately serves the needs of the
BYU student body?
Very Stronql Aqree

Very Stronqlv Disaqree
1
Total

4

5

2

7

2.9%

10.0%

20
28.6%

2

3

Count

1

2

% Total

1.4%

2.9%

I
I

Total

6

7

33
47.1%

5

70

7.1%

100.0%

3. How often do you read the Daily Universe in an average week?

Total

Never

Less than
1 time

1-2
times

3-4
times

5 times

Total

Count

3

3

23

26

15

70

% Total

4.3%

4.3%

32.9%

37.1%

21.4%

100.0%

4. Have you ever bought a product because of an advertisement you saw in the Daily Universe?

Total

no

yes

Count

43

27

70

% Total

61.4%

38.6%

100.0%

Total

5. Have you ever bought a product from the BYU Bookstore because of an advertisement in the Daily
Universe?

Total

no
Count

yes

50

20

Total
70

% Total

71.4%

28.6%

100.0%

- If "Yes", what was the product and what about the advertisement prompted you to buy?
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Total

Total

Not a "Did You Know?" product

A "Did You Know?" product
Count

3

17

20

% Total

15%

85%

100.0%

6. How often do you go to the BYU Bookstore for the following products or services?

Candy Counter
Twilight Zone
Film Developing
Movie Rentals
Picture Framing
Non-text books
Electronics
Same-day delivery to MTC

sometimes

seldom

never

Total

frequently

Count

35

20

13

2

70

% Total

50.0%

28.6%

18.6%

2.9%

100.0%

Count

24

18

14

14

70

% Total

34.3%

25.7%

20.0%

20,0%

100.0%

Count

48

13

8

1

70

% Total

68.6%

18.6%

11.4%

1.4%

100.0%

Count

62

4

4

0

70

% Total

88.6%

5.7%

5.7%

0%

100.0%
70

Count

65

4

1

0

% Total

92.9%

5.7%

1.4%

0%

100.0%

Count

17

30

18

5

70

% Total

24.3%

42.9%

25.7%

7.1%

100.0%

Count

31

22

15

2

70

% Total

44.3%

31.4%

21.4%

2.9%

100.0%

Count

54

10

5

1

70

% Total

77.1%

1.4%

100.0%

14.3%

7.1%

7. From what sources do you usually get information about sales or products at the bookstore?

Signs in the Bookstore
Signs around campus
The Daily Universe
Friends

no

yes

Total

Count

24

46

70

% Total

34.3%

65.7%

100.0%

Count

35

35

70

% Total

50.0%

50.0%

100.0%

Count

46

24

70

% Total

65.7%

34.3%

100.0%

Count

50

20

70

% Tolal

71.4%

28.6%

100.0%

8. Not including textbooks, how much do you estimate you spend at the bookstore each month?

Total

-

$0-$5

$5-$15

$15-$25

$25-$50

Above $50

I don't know

Total

Count

19

32

13

4

1

1

70

% Tolal

27.1%

45.7%

18.6%

5.7%

1.4%

1.4%

100.0%
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9. Gender

Total

female

male

Total

Count

35

35

70

% Total

50.0%

50.0%

100.0%

I

10. Marital status

Total

married

sinqle

Total

Count

16

54

70

% Total

22.9%

77.1%

100.0%

11. Position at school

Sophomore

Freshman
Total

Graduate
Student

Senior

Total

Staff

21

11

21

14

2

1

70

30.0%

15.7%

30.0%

20.0%

2.9%

1.4%

100.0%

Count
% Total

Junior

12. Do you live on campus?

Total

no

yes

Count

55

15

Total
70

% Total

78.5%

21.5%

100.0%

13. Did you read the ad in the paper about the BYU Bookstore?

Didn't see
Total

Count
% Total

Saw but
Didn't Read

Read

Total

41

9

20

70

58.6%

12.9%

28.6%

100.0%

14. Which ad did you see?

Biq
Total

Count
% Total

Small

Total

41

29

70

58.6%

41.4%

100.0%
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Analyzing the Findings
Dail)' Universe Readership
One of the first questions we wanred to answer with the survey was how often people read the Daily
Universe. This question helped us answer question one that we set out to accomplish: how many
people in the BYU Bookstore's target market actually read the Daily Universe and how often:
The results to this question are given in Table I and Pie Chart I.

Table 1
How often
Never
Count
% of participants

~~ you

read t~e Daily Universe in an average week?
Less than
1-2 times
3-4 times
1 time
5 times

~

Total

3

3

23

26

15

70

4.3%

4.3%

32.9%

37.1%

21.4%

100.0%

Pie Chart 1 - How often do you read the Daily Universe?
The results show that 58.5
percent of the students read the
paper 3 or more times a week,
21.43%
• Never
and that 91.4 % of the students
• Less than 1 time
read the paper at least once a
1-2 times
week. To get an actual number
.3-4 times
of readers a day, we took these
5 times
32.86%
numbers and multiplied them by
their chance of reading any given
Pies show counts
day, and then by 36, 100, the total
population of BYU students,
staff, and faculty (for instance,
32.9 % read the paper 1-2 times a week, so we multiplied .329 by.2 and then by 36,100 to get 2,375).
The result was that approximately 18, 100 people read the paper every day. This means that 50.2 % of
the BYU population reads the paper daily, much lower than the 74 % touted on the Daily Universes
l
website . On the same page the Daily Universe says they have a daily circulation of 18,500 papers,
which comes a lot closer to our numbers.

Advertisement Reading
In this section, we set out to answer questions two and four of our original purpose: which
advertisements did people look at, and what percentage of readers read the "Did You Know?" ad?
In our study, we found that the average reader reads and remembers about 3.7 ads per time they read
the paper. This means that of all the advertising in the Daily Universe, only about four will be read
per reader every day. Table 2 shows us that only about 13 % of the time one of those ads is a
Bookstore ad. However, we did find that the bigger ads were read and remembered a lOt more often
than were the smaller ads - this is not only true for the bookstore ads, but also for other ads as well.

I

Wehsite found at hllp://alh cnisin\!..lwu.cdu/mcdia'/r 'Oinfo.lldl'. Last accessed April 11.2003
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Table 2

In the table and pie chart
we see that 17% of the big
ads were read, but only
6.9% of the smaller ads.
In both the big and the
small ads we find about
28-29% of readers see the
ads but don't read them,
but the number of people
that read the ads varies
with size.

Did ou see the BYU Bookstore Ad?
Saw but
Didn't see
Read
Didn't Read
Big

Total

Count

22

7

12

41

% within Big

53.7%

17.1%

29.3%

100.0%

Small

Count

19

2

8

29

% within Small

65.5%

6.9%

27.6%

100.0%

Total

Count

41

9

20

70

% within AD

58.6%

12.9%

28.6%

100.0%

Pie Chart 2 - % that read the big ad and the small ad

Di dn'! ffie
•

Read
Saw but Didn·t Read
Pies 5t1ow counts

53.66%
6.90%
65.52%
17.07%

I

Big· Fudge

I

Sm all· mint ed pennies

Advertisement Effectiveness
After looking at whether people are noticing the ads, we wanted to look at whether people were
buying because of the ads. In this section, we answer our questions three and five: whether readers
actually make purchasing decisions because of advertising in the Daily Universe, and what percentage
of readers have bought something because of the "Did You Know?" ads.
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I Table 3
In Table 3, we see that
39% of people said that they have
bought a product because of an
advertisement in the DU. This
number does not take into
account whether they were
regular readers of the Daily
Universe or no\.

Have you ever bought a product
because of an advertisement you
saw in the Dail Universe?

Total

Yes

No

Count

27

43

70

% within AD

38.6%

61.4%

100.0%

Total

I Table 4
In Table 4, we find that 29%
of the BYU population has
bought at the Bookstore before
because of an advertisement in
the DU. This number seems
really high.

Have you ever bought a product
from the BYU Bookstore because of
an advertisement you saw in the
Daily Universe?
Total

Yes

Count
% within AD

Total

No

20

50

70

28.6%

71.4%

100.0%

I Table 5

Total

Total

Count

3

17

20

% Total

15%

85%

100.0%

Pie Chart 3 - Percentage of BYU Students that have
bought at the Bookstore because of DU ads
Those who ha~
bought a
bookstore
product because
of a "Did You
Know?" ad-

4.29%

Those who ha~
never bought
something at
the bookstore
because of a DU

-

ad

-71.43%

Those who ha~
purchased at
the bookstore
from other than
"Did You
Know?" ads in
the DU-

24.29%

Ifwe take 15% of28.6%, we find
that only 4.29% of the B YU
population has made a purchase
at the Bookstore because of a
"Did You Know?" ad, as
reflected in Pie Chart 3. If we
take our population size of
36,100, we estimate that the BYU
Bookstore has made
approximately 1,550 sales
because of the advertising
campaign of "Did You Know?"
in the Daily Universe.
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Conclusions &
Recommendations
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Conclusions
Based on the numerous findings and analysis in the previous section, we have made the
following conclusions:
I. About 18,100 people, more than 50% of the BYU population reads the Daily Universe on
any given day. About 32,500 people, or just over 90% of the BYU population, will read
the Daily Universe at least once a week. These numbers are very high, and the BYU
Bookstore would probably find it very difficult to find an alternate advertising source that
reaches this many of its target market.
2. The average reader of the Daily Universe reads 3.7 ads per reading. Two factors that
contribute to whether an ad gets read or not is how big the ad is and how close to the
front of the paper it is. The average student is not just ignoring all the advertisements,
but reads a few that catch her or his attention.
3. Advertisements in the Daily Universe can entice people to buy. Almost 39% of the BYU
community, or about 14,000 people, have made a purchase because of a DU ad.
4. The "Did You Know?" ads in the Daily Universe are getting a lot of exposure:
•

On Tuesday, Wednesday, and Thursday about 3,100 people will read and remember
the large "Did You Know?" ad in the Daily Universe(18,100 x 17.1%). On Friday,
about 1,250 people will read the small ad(18, 100 x 6.9%). These numbers ad up to
a total of 10,500 "Did You Know?" ads will be read and remembe."ed each week.

•

On Tuesday, Wednesday, and Thursday about 5,300 people will look at but not read
the large "Did You Know?" ad in the Daily Universe(18,100 x 29.3%). On Friday,
about 5,000 people will scc the small ad(18,100 x 27.6%). Not including those that
are read, almost 20,000 "Did You Know?" ads will be looked at and remembered
each week.

•

34% of BYU studcnts say they get information about BYU Bookstore products from
the Daily Universe. This is the third most common source of information behind
65% who look to signs in the bookstore, and 50% who look to signs on campus.

5. The "Did

Know?" ad , whjle generating some purchases, has not yet been as
effective as other advertisements the Bookstore runs in the Daily Universe.
YOLI

•

Only about 4.29 % of the BYU population, or about 1,550 people, has made a
purchase at the bookstore because of a "Did You Know?" ad.

•

However, 24.29% of the BYU population, or about 8,800 people, has made a
Bookstore purchase due to other Daily Universe advertising.
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Recommendations
Based on our findings and conclusions, we have provided the folJowing recommendations for the
Bookstore advertising campaign:
I) Refine the ads - Advertising in the Daily Universe is expensive, and a lot of people are
seeing and reading the ads. [[ the ads could be refined to be more effective, the Daily
Universe would be a great place to put your advertisements.
a) Pre-test in a focus group or buyer-intent survey - have a random sample of customers
look at ads in a focus group environment, and then have them fill out a survey as to
whether the ad or group of them helped motivate to make a purchase
b) Less busy text, more white space, bigger letters
i) Some of the popular ads were with the least amount of text (framing and fudge)
ii) Emphasize the value (like $.49 a day, in big letters right with the "did you know?"
dude)
2) Continue inserts - Bar f,u' the other advertising in the Daily Universe has created more
sales. Inserts are inexpensive, and people are familiar with this type of advertising.
a) "on sale" mentality still works - many respondents made a purchase due to special saJe
period
b) Easier to see and remember
c) Especially effective for conference times and special events - visitors are drawn to them
3) Use signs as a different medium to advertise - 34% of students say they get bookstore
product information from signs in the bookstore, and 50% say they look to signs on campus.
Placing signs around C<U11pUS is probably pretty cheap, and can potentially get a lot more
daily exposure if placed well.
a) Continue signs in the bookstore
b) Look to put more signs around campus, especially in major entrance to campus
c) Create BYU Bookstore bulletin bo<u'ds that you can place around campus with ads on
them
d) Look in the stairwells (Tanner building, Wilkinson Center, other buildings on campus
that have empty stairwells, many buildings might have bulletin boards for a small fee)
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4) Continue mailings - Many students said that they learn about the bookstore from mailings
a) conferences and workshops - include a flyer in packets going out to participants.
b) freshmen, new students in dorms, or transfer students (some students in the dorms said
many freshmen do not get exposed to the campus paper since not many bins are around)
5) Develop the web-site - The Internet seems to be the wave of the future, and the bookstore
has already lost some sales to Internet competitors.
a) many students love to shop online
b) develop consistent image with the www.byubookstore.comin every ad medium (signs,
inserts- all should have the reference to the site)
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Appendix A
Focus Group Results
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Focus Groups Transcript
LD - discussion leader, G - group member comments

Group 1
LD-Here are ads for the Daily Universe, there are about sixteen of them. Our main focus is to
figure out if the ads put out by the Daily Universe are effective. Monday and Friday have funny
ads, and Tuesday Wednesday and Thursday's ads promote bookstore services. It doesn't matter if
you read the Daily Universe on a regular basis or not. The bookstore pays a lot of money to have
these ads in the Daily Universe. My first question is how many of you are from Utah? Okay
three people. Others-Southwestern US, East Coast.
How many of you read the Daily Universe more than three times a week? four
More than two times a week- two people.
Once a week-two people
A few times a month-two people.
What is something in the daily Universe that really caught your attention in the past'?
G-The Dirty Diamonds Article-the diamond trade and how it relates to the massacres in Africa
LD-others?
G- things in the editorials, for example when the prophet came out and said one earring there
were some great editorials- we talked about this in my religion class.
LD- Now, Who do you think is the main audience of the Daily Universe and do you think the
DU serves the needs of this audience.
G-it seems like they try to fit all age groups
G-I don't know if the freshman are really targeted.
LD-how many freshmen do we have here? okay two and you read it a couple of times a month.
Interesting trend here.
G-I didn't even know there was a DU, I live in Deseret Towers and don't even see paper
dispensers around there.
LD-we also have two juniors, two sophomores, and one grad student.
LD-When you shop for food or clothes or supplies, how often would you say that you usc the
DU')
G-never (others agree)
LD- for coupons ever?
G-well if you use it, it is because you come upon it, not because you were looking for it.
LD- One thing we have been able to figure out is that students rarely use the DU when they are
looking for a good deal on something. Editorials and Educational articles are more popular.
What about the sections on what is going on in the world, do you look at this often.
G-yes, it is probably the best part
G- photos usua]]y draw my attention
G-yes, if there is a good line combined with a good photo, I wi]] usua]]y pick up the paper.
G-I was interested in the Wymount housing article because I live in Wymount.
LD-What do you think about the car section where they are selling a car and they have a picture
of the car with a phone number? 'Would you use the DU to look for a car?

-
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G-yes
G-yes
LD- What about if you are looking for an apartment for rent, or a room mate?
G-maybe
So, when are editorials? Tuesdays and Thursdays, okay so these are popular days to read the
DU.
LD- If you were a book store director and some services don't do as well as others, books are
usually not the problem
but other services are suffering. Here is a list of all the services that the bookstore has been
running, and the main purpose of the focus group is to figure out if these are affective. So, give
us you opinions on what you think about these ads. There are four different sheets, please pass
them around.
G-I remember the ads on the videos, because I thought how cheap it was.
G-I also remember seeing this kid in the ads. There is a kid in my class who looks like him
LD-As you look at these ads what do think?
G-There are some thi ngs in the ads that I never knew.
G-Some of these aels have too much information, too many words and it makes me not want to
read them.
G-Personally, I remember the random thoughts, the useless information with the big
advertisements.
LD- yes, here is the group of funny facts-did you know?
G- I personally would look at ads like "Movies for only 49 cents"
G-yes, if they just had 49 cents really big, I would probably look at it.
LD- What do think of this guy in the pictures?
G- I think he always looks sarcastic, and I don't like the sarcastic look about him. It makes me
think sarcastically about the ad.
G-if there were more of a variety of students I think it would get people to look more at them,
because you would look for people you know.
LD- What if you had one of the teachers that you like in the pictures.
G- certain teachers would be good for certain ads that relate to their fields.
G-I don't think he is particularly attractive, but [ like the fact that heis normal looking.
LD- Do you think he represents the BYU community?
G- Well pictures of people never really make a difference, what catches my eye is more like
something that says 30%
off. These picots are also kind of cheesy. r really don't see the need to have models in the
pictures.
LD-Do you think he is memorable at all?
G-Not for me
G-Well, I think it is good to use the same kid, because you associate him with the item in the
book store and the sales.
G-I can't stand looking at him, and I am wondering why is he so happy about this ad, but I have
to see that once you see him it sticks in your memory.
G-It is not traditional
G-just seeing the same guy over and over again you can just glance over it and know it is an
advertisement.

-
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LD-So, you may just look it quickly and think you read it before, since the picture is very
similar, but it is new information.
G-right~

G- r think it would be better in this ad for cookies for instance to use a picture of yummy cookies
than the picture of this guy-what does he have to do with cookies?
LD-Over all do you think he is effective or not effective?
G- No (four people say this)
G- well, he gets your attentions and you remember him, but he doesn't make you want to buy
anything.
G-he gives a little laugh but not for what he is selling
LD-So, who thinks he is somewhat effective?
G-well, you do associate him with the book store, for example, if I just saw cookies I may think
they are for any grocery store.
G-I think he would be more effective if his t-shirt said BYU bookstore on it.
LD-How many of you noticed the funny facts?
G-(a few people raise their hands)
LD-Those 01" you that did notice them, did it make you look for them again?
G-People are pressured for time, and they need to get to the point faster on their facts-it is too
much, we want to move on.
LD-Would it be more effective to get rid of the guy, the text, or maybe just change the guy every
now and then?
G-I think you should definitely change him every now and them, and get new people.
LD-How many of you would read a scripture in there?
G-( a few say yes)
LD-Do you think the little funny facts are more effective than the guy?
G- (everyone says yes)
LD- Has there ever been an ad that made you do the services
G- yes specials like Christmas sales
G- yes, for printing once
LD- What do think about the overall bookstore now just their ads.
G-well, T think people assume it will be more expensive there. My intuition tells me, for
example, the Wal-Mart will be cheaper for film developing. Although, BYU book store is
cheaper sometimes ancl you can cia it on campus. I think it hurts them.
G-I hate the candy is always in my way when I am walking, it just makes me not wanllo buy
them.
G- I think the clothes are over priced.
LD Are the books over priced?
G- I have found some cheaper at Barnes and Nobles and other places.

GROUP 2
LD-How orten do read the DU?
G-ol1ce or twice a week
G-about four times a week
LD-what do you like to read

-
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G the articles specific to BY U
G-editorials
G-editorials and comics
G-articles specific to BYU also
G- when [ was looking for a job, head lines
LD- Do you ever look and read the advertisements, ignore them, just notice them
G-[ took a marketing class, and then [always noticed the ads
G-I've noticed the ads in the DU for the sales
G-my wife looks at the ads for sales, [just look at the headlines
G-T like the full page ads
LD-Did you ever see an ad that made you think or remember in the DU?
G-I've seen a lot of dumb ads
G-T remember this guy trying to sell fudge
LD-Has anyone else noticed that guy?
G- Yes, Tlived in the dorms with him so 1 always notice one of the guys in the ads.
LD-What kind of services have you noticed that the book store offers?
G-clothes, candy, videos, garments
LD-Here are some of the ads, take a look and tell us what you think?
G-it does a good job at what it is supposed to do, [ think itis a good ad
G-T think there are a lot more effective things to put on than this guy
G-T wonder what image they are trying to portray with this guy, also there is too much
information that I don't want to read
G- I see the guy and know it is from the book store
G-T guess I would look over it and just skim it, I don't like the small print
G-this ad does a good job because of the camera, I would emphasize it even more though to
show that it is for photography, but it is still too much text
G-I don't know that the ad would make me go there
G- for me ] am a bargain shopper and it is all about price, so I what ads that say "did you know"
about a low price
G-too much info
G-It is difficult to make out what the ad is advertising with out reading the small print, and you
are not going to read the small print
G-it has got to able to be read faster than that
LD what about this ad?
G- they could bring out their point better and talk about the different selections of books that
they have
G-illooks fine for candy, it lets everyone know there is candy in the book store. But, candy there
is too expensive.
G- the guy in this picture makes me not want to eat their fudge
LD look at this adG-this onc is much better, it has a 10lless text
G- I don't know if you really need this guy on it
G- the did you know takes up a lot of space
LD-do you think the "Did you know" is effective?
G-ycs
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G-I think so
G-H'I saw one ad that alerted me with an interesting fact, it would make me want to learn the
others
G-T don't mind this kid, [think he kind of puts a friendly face on the bookstore and it lists all
your needs on one advertisement
LD-next ad
G-l think it is good to use this person over and over again because you make a connection with
the bookstore, but sometimes he looks a little scary and odd
LD-would another kind of person be more effective?
G- I think this represents the typical BYU student, it is effective.
LD- Is there a better option than this guy?
G-you could use someone you know
G-maybe a little story line between a guy and a girl, it would give you something to watch for
G- the ads need to be more associated with what is being advertised
LD-what about the funny facts advertised on Fridays?
G-I saw this one and didn't even recognize it was from the book store.
G-you have to give people something that they like and they want to come back to.
G- maybe they could do a bigger "did you know" to start off and then people would notice and
look more for them
LD-what do you think would be the prime place for the ad?
G- probably right next to the text, not in the middle of other ads.
G-if you see a page full of ads you just tlip it.
G-if there was an article or editorial discussing the benefits of the book store, I would read it.
LD-What do you think about the text book prices?
G- they are ridiculous
G- they are cheaper on line
G- I never bother to shop around
G-I made a profit last semester by selling them back to the book store, but buying them first on
line.
G-T like the association with the guy, and if I know I can buy it at the book store, I will because I
don't want to dri ve all (Hound.
G-my only concern is too much info
LD- Do you think the rest of the book store is competitive with prices with other things beside
books?
G-J used to always buy things at the book store, but now I usually just look for things online.
G- I'll go for specific BYU things
G- I'll go for clothes
G- [ like the distribution center and to buy gifts
G- I like buying the electronics

GROUP 3
LD-How many of you read the DU at least four times a week?
G-most of the time, at least four,
G-almost never
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G-never
G-a fcw times a week
G-twice a week
LD-HO'vv many of you have seen thjs ad or one like it
G-(a few answer yes)
LD- How often do you like at the DU for a certain itcm or if you want to rent an apartment.
G-usually I would just use the internet
LD- What if you need to rent a movie
G-l just go to what ever is closest.
G-probably a video store like Blockbuster
LD- What if you needed to develop film?
G(about four answer have gone to thc bookstore, one says he never knew they did it)
LD- What about a gift?
G-a few answer at the bookstore
LD-What about snacks?
G-sometime I go to the bookstorc
LD-What is your impression of these ads
G-This guy is kind of scary
G-Yes hc is kind of funny looking
G- Not good funny, psycho funny
LD What about the overall ad
G-I'm not going to read the small print, they should just advertjse the cheap movie larger
G-I don't think the guy should be the central focus
G-I would definitely take a look at it because the guy looks so weird just to see what it is about
G-I don't think I would read it at all
LD-here another ad
G-this one is better because he doesn't distloact from what is being advertised
G- I don't know if I really like the "Did you knows"
G- If I were them I would focus more on what they are selling, students are pressed for time.
G- I would show things that m'e more relevant to what they moc advertising, show videos for
video ads
G-all students are looking for deals
LD-Here's another ad, do you think it makes you want to buy cookies and send them to your
friend at the MTC?
G-No, because I don't associate him (the guy in the picture)with missionaries. Untjl I would read
the fine print that I would never do I wouldn't even know it was about cookies.
G- They should drcss him up Like a missionary and write really big, "buy cookies for
missionaries".
LD-Here's the next one
G- I just thing these aren't relevmlt to want they are selling (several agree)
G-Some people may not get through this advertising to see even the real message of what they
are selling.
G- I like the one for the film advertising with the monkey on it.
LD-Does this gu y represent the B YU student?
G-[ think so.

-
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G I don't see anything wrong with they guy in this one
G-Still there is too much info.
G-They should stop the "Did you knows" and go straight to the point.
LO- What do you think this one is promoting.
G- This took me too long to figure out what they are selling.
G-They could still use this guy to sell books, but he should be reading a book.
G- a lot of this info could be taken out of the ads.
G- they should show what they are selling, not say it.
LD- Do you think they should take the guy out? How could they make these ads better?
G-Maybe they should take him out, he is not appealing.
G-He is a little distracting, and doesn't match the "Did you knows".
LD- Do you think you might just see "Did you know" with this guy and think you already read it.
G-( a few say Yes)
G- 1 would focus on something you didn't know they have like films rather than books.
LD- These are some funny ads the book store uses on Monday and Friday.
G- I like these.
G- Yes these are good.
G-These make me want to look at their advertising later.
G-They really need to get the point across faster, there is no incentive to read everything.
LD What about improvement on these ads.
G-These are a lot better.
G- Yes, they m·e.
LD- What about the placement of the ads.
G- llike it right at the top.
G-I think it should have the smlle font.
G-It would stand out more if they out it some where else, not with all the other ads.
LD- How often do you stop at the book store.
G- I probably get something every week.
LD- How about when they have sales?
G ( a few shake their heads no)
G- I go for church books, and different language Book of Mormons.
G- I go for art supplies.
G- I go for shoes.
G- Yes, they shoes are in a great spot in the hook store.
LD- Do you think their prices me competitive?
G- I get ripped of on text books, and the ehurch stuff is more expensive.
G-film developing seems like a pretty good price.
LD What do you think of this one last ad?
G-It still needs to be straighter to the point.
LO What about if there was an mticle about the bookstore rather than an advertisement, would
you be interested in that more?
G-Yes, if it was on the front page.
G-Yes, if it had a nice picture.
G-If it wasn't too lengthy.
LD-Great, that's it!
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Appendix B
Questionnaire
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The Daily Universe Market Survey
1. On a scale of one to seven, do you feel the Daily Universe adequately serves the needs of
the BYU student body?
Very Strongly Agree

Somewhat Agree

Very Strongly Disagree

2

4

3

2. Why do you feel that way?

7

6

5

Please write your reasons in the space provided.

3. How often do you read the Daily Universe in an average week?

05 times

o 3-4 times

0

1-2 times

o Less than 1 time

0

Never

4. Have you ever bought a product because of an advertisement you saw in the Daily Universe?
DYes

0

No

- If "Yes", what was the product and what about the advertisement prompted you to buy?

5. Have you ever bought a product from the BYU Bookstore because of an advertisement in the
Daily Universe?
DYes

0

No

- If "Yes", what was the product and what about the advertisement prompted you to buy?
6. How often do you go to the BYU Bookstore for the following products or services?
Candy Counter
Twilight Zone
Film Developing
Movie Rentals
Picture Framing
Non-text books
Electronics
Same-day delivery
to MTC

Never

Seldom

Sometimes

0

0

0

Frequently
0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

0

n

0

0

0

0

0

0

0

0

0

0

0
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Please Turn Over! !
7. From what sources do you usually get information about sales or products at the bookstore?

o Signs in the Bookstore

o The Daily Universe

o Signs around campus

o Friends

o Other (please specify)
_
8. Not including textbooks, how much do you estimate you spend at the bookstore each month?
0$0 - $5

0$5-$15

0$15 - $25

0 $25 - $50

:::J

Above $50

0 I don't know

9. Gender

o Male

o Female

10. Marital status

o Single

o Married

11 . Position at school

o Freshman

0

Sophomore

0

Junior

0

Senior

0

Graduate Student

0

Faculty

0

Staff

12. Do you live on campus?

o Yes

0

No
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Appendix C
Detailed Analysis
of Results
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Margin of Error
The margin of error for our questionnaire results was + or - 50/0. To gct this value, we used the
following formula:
Interval

= ~P x ~ - p) x Z

This eq uation has three different variables:
n. This is the actual number of people who responded to the survey, in our case 70.
Z. This is the Z-score associated with the level of confidence chosen. For our survey, we
chose the level of confidence at 95%. The Z-score for a 95% confidence interval is 1.96.
p. This is an estimate of the percentage of respondents answering a particular survey
question. Because we were able to interview each respondent, we handed out candy, and
asked an inducement question, we were able to significantly raise the percentage of
respondents who answered each question. Because we followed these methods, we go a
respondent answer rate of about 90%.
If we plug these values into the above formula, n
error at + or - 5%.

= 70, Z = 1.96, and p = .90, we get a margin of

Crosstabs
These crosstabs are comparisons of different categories. We ran all the crosstabs possible for
this survey, but we have only included the ones that showed interesting relationship that were
statistically significant.

GENDER

* ONCAMPUS

This crosstab shows that women in our survey were more likely to live on campus.
Crosstab
Count

ONCAMPUS
GENDER

female
male

Total

Total

yes

no

24
31
55

11
4
15

35
35
70
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Chi-Square Tests

Value
Pearson Chi-Square
Continuity
Correction(a)
Likelihood Ratio

Asymp. Sig.
(2-sided)

df

4.158(b)

1

.041

3.055

1

.081

4.290

1

.038

Exact Sig.
(2-sided)

Exact Sig.
(1-sided)

Fisher's Exact Test

.078
N of Valid Cases
70
a Computed only for a 2x2 table
b 0 cells (.0%) have expected count less than 5. The minimum expected count is 7.50.

GENDER

.039

* QN4

This crosstab shows that men were more likely to answer "yes" to question 4, which was have
you ever bought a product because of a Daily Universe ad.
Crosstab
Count
QN4
no
GENDER

Total

yes

female

26

male

9

35

17

18

35

43

27

70

Total

Chi-Square Tests

Value
Pearson Chi-Square
Continuity
Correction (a)
Likelihood Ratio
Fisher's Exact Test

Asymp. Sig.
(2-sided)

df

4.884(b)

1

027

3859

1

.049

4.956

1

.026

Exact Sig.
(2-sided)

Exact Sig.
(1-sided)

.049
N of Valid Cases
70
a Computed only for a 2x2 table
b 0 cells (.0%) have expected count less than 5. The minimum expected count is 13.50.

GENDER

.024

* QN5

This cross tab is shown to show comparison to the last crosstab. If you look at the values under
"Asymp. Sig.", only if the values are less than .05 do we count them as statistically significant.
As you can see, men are not more likely to answer yes to Question 5, but they are more likely to
answer yes to Question 4.

-
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Crosstab
Count
QN5
Total

yes

no
GENDER

female

23

12

35

male

27

8

35

50

20

70

Total

Chi-Square Tests

Value
Pearson Chi-Square

Asymp. Sig.
(2-sided)

df

1.120(b)

1

.290

.630

1

.427

1.126

1

.289

Continuity
Correction(a)
Likelihood Ratio

Exact Sig.
(2-sided)

Exact 51g.
(1-sided)

Fisher's Exact Test

.428
N of Valid Cases
70
a Computed only for a 2x2 table
b 0 cells (.0%) have expected count less than 5. The minimum expected count is 10.00.

.214

ONCAMPUS '" QN4
This crosstab shows that those who Ljve on campus are much more LikeLy to have not bought a
product because of a Daily Universe ad.
Crosstab
Count
QN4
no

29

yes

Total

Total

yes

no
ONCAMP
US

55

26

14

1

15

43

27

70

Chi-Square Tests

Value
Pearson Chi-Square
Continuity
Correction(a)
Likelihood Ratio
Fisher's Exact Test

Asymp. Sig.
(2-sided)

df

8.202(b)

1

.004

6.577

1

.010

9.921

1

.002

Exact Sig.
(2-sided)

Exact Sig.
(1-sided)

.006
N of Valid Cases
70
a Computed only for a 2x2 table
b 0 cells (.0%) have expected count less than 5. The minimum expected count is 5.79.

.003
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Here we see that 14 out of 15 students who live on campus are freshmen.
ONCAMPUS * POSITION Crosstabulation
Count
POSITION

ONCAMP
US

no

Graduate
Freshman I Student
7
2

yes

Total

Senior

Junior

Sophomore

Total

Staff

21

14

10

1

14

0

0

0

1

0

15

21

2

21

14

11

1

70

55

ONCAMPUS '" SIGNSCAM
This crosstab shows that those who live on campus are less likely to learn about the bookstore
from signs on campus.
Crosstab
Count
SIGNSCAM
ONCAMP
US

no

no

yes

Total

Total

yes
32

23

55

3

12

15

35

35

70

Chi-Square Tests

Value
Pearson Chi-Square
Continuity
Correction(a)
Likelihood Ratio

Asymp. Sig.
(2-sided)

df

6.873{b)

1

.009

5.430

1

.020

7.262

1

.007

Fisher's Exact Test

Exact Sig.
(2-sided)

Exact Sig.
(1-sided)

.018
N of Valid Cases
70
a Computed only for a 2x2 table
b 0 cells (.0%) have expected count less than 5. The minimum expected count is 7.50.

.009

READAD '" FRIENDS
This crosstab shows that those who get information from friends about the bookstore are more
likely not to see the bookstore ad when they read the paper.
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Crosstab

Count
FRIENDS
Didn't see

READAD

Read
Saw but Didn't
Read

Total

Total

yes

No
25

16

41

6

3

9

19

1

20

50

20

70

Chi-Square Tests

Value

Asymp Sig.
(2-sided)

Df

Pearson Chi-Square

7.740(a)
2
.021
9.514
2
.009
70
a 1 cells (16.7%) have expected count less than 5. The minimum expected count is 2.57.
Likelihood Ratio
N of Valid Cases

DAILYUNI '" QNS
This crosstab shows that those who get information about the bookstore from the Daily Universe
are more likely to have bought a product at the bookstore because of a Daily Universe ad.
Crosstab

Count
ON5
DAILYU
NI

no
no
yes

Total

Total

Yes
41

5

46

9

15

24

50

20

70

Chi-Square Tests

Value
Pearson Chi-Square
Continuity
Correction(a)
Likelihood Ratio
Fisher's Exact Test

Asymp. Sig.
(2-sided)

Df

20.601 (b)

1

.000

18.148

1

.000

20.375

1

.000

Exact Sig.
(2-sided)

I

Exact Sig.
(1-sided)

.000
N of Valid Cases
70
a Computed only for a 2x2 table
b 0 cells (.0%) have expected count less than 5. The minimum expected count is 6.86.

-
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44

~

~~
,

DayChak Consulting

Appendix D
"Did You Know?"
Advertisements
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The next four pages show a few samples of the ads that have been running in the Dajly Universe
for the last year. The first two pages show eight examples of the larger ads, and the last two
pages show eight examples of the smaller ads.

Larger Ads
The larger ads are featured on every Tuesday, Wednesday, and Thursday, and they appear jn the
bottom right corner of page 3 on each of those days. The ads are 5.75 inches wide, and 10.75
inches tall. This constitutes about one-quarter of the entire page 3.

Smaller Ads
The Daily Universe runs the smaller ads every week on Friday. The ad also appears on the
bottom-right corner of the third page. The smaller bookstore ad displays a little-known-butinteresting fact. One interesting fact about the small ad is that it 3.75 inches wide and 6 inches
tall. This constitutes about one-tenth of page three.
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The Candy Dep\. sells creamy,
delicious fudge at the
Candy Counter on 1I1e
main level of the store.
Choose from 11 flavorful

favorites mode fresh every
Monday & Thursday-and
just

50

you

know Italt you

won' t find less expensive

fudge anywhere in Ihe
volley_ Fudge makes 0
perfect gin or personal

--· -. Didyou
K" now:,
~

We will install your
watch banerv for FREE
when you purchase it
in the BYU Bookstore
Mens Shop. The Mens

Shop also sells

watches by
Timex, Fossil.
&

morel

Ireal'

· . . . Did you ';)
K now.
You can send Otis Spunkmeyer cookies to
your favorite missiOnary in the MTC from
the Candy Counter in the BYU Bookstore l

This is the place lor delicious deals ...

- Did. you
K.nowr
~

Customer Service on the upper level of
the Bookstore offers FREE gift wrap on
purchased items of $5 or morel

This is the place
to wrap things UP ...

--·_· Did you ..
K nowr
Our Cougar Wear and Gift Etc. departments
are dedicated to true blue cougar fans.
We have a great selection of BYU
apparel and emblematic

giftS that fit your
gift-giving or
game-cheering needs!

The Art &Frame Dept.
of the BYU Bookstore
offers quality matting
and Iraming at

aUordable
prices.

-·_· - . .-Didow--",
you ..
Kn .
~

~/

-

.

The Photo Dept. of the BYU Bookstore offers
FREE double prints every day. With our
ALLADIN Printer you don't need a negative
to get a copy of your
favorite photos. The
Alladin will also print
from a flOppy or zip
disk or even your
digital camera
media card!
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